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CHAPTER 1
INTRODUCTION
1.1.RATIONALE

Advertising is crucial in our modern society anaige of those
disciplines where the use of language has to bdogenbin the most
efficient and effective ways to transmit the messafjthe businesses
to their customers. Therefore, advertising is viemportant and has
become indispensable in our modern life.

In the practice of the advertising in English an@tiWamese,
people pay more and more attention to the usewistst devices
with an effort to make the advertisement succiacturate and vivid
and to provide rich imagination and plentiful agations for readers
so as to stimulate their desire. The use of siyligievices in
advertisements aims at arousing and persuadinguew@is to buy
what is advertised. And their proper use can makadvertisement
sweet to the ear, and pleasing to both the eyettananind. Thus,
stylistic devices are the best choice of languagehe advertisers to
make up ideal advertisements.

There have also been a number of studies on tHististy
devices used in advertising language. However etlage not many
deep studies on contrast analysis in English amdngmese about a
device only. In a wide variety of use of rhetoricdévices in
advertising, repetition and antithesis are considethe most
commonly used devices. For those reasons, | det¢aledrry out a
detailed analysis of the topic entitledin Investigation into
Linguistic Features of Some Stylistic Devices in @ish and
Vietnamese Advertising Language.

1.2. AIMS AND OBJECTIVES
1.2.1. Aims

- studying linguistic features of repetition in Emsli and
Vietnamese advertising language

- studying linguistic features of antithesis in Esbliand
Vietnamese advertising language

- figuring out the similarities and differences imduistic
features of repetition and antithesis in Englishd aviethamese
advertising language

1.2.2. Objectives

- To present linguistic features of repetition andithesis in
English and Viethamese.

- To compare and contrast the above-mentioned featiare
clarify the similarities and differences of the twamguages in this
field.

- To suggest some implications for the creation and
appreciation of advertising language containindistty devices in
general and repetition and antithesis in particular
1.3. SCOPE OF THE STUDY

In the limitation of this thesis, | will go deepigto linguistic
features of the two stylistic devices: repetitiond aantithesis in
advertising language since they are considered eothe most
commonly-used and unique divices in fields of atising rhetoric.
1.4. RESEARCH QUESTIONS

1. What are the linguistic features of repetitiarEnglish and
Vietnamese advertising language?

2. What are the linguistic features of antithesig€nglish and
Vietnamese advertising language?



3. What are the similarities and differences ingliistic
fearures of repetition and antithesis in Englishd aviethamese
advertising language?

1.5. ORGANIZATION OF THE STUDY

Chapter 1 is the introduction to the study, which presehts t
rationale, the justification, scope, research qoestand organization
of the study.

Chapter 2, Review of Literature, presents a review of prior
studies and concepts related to the problem untely.s General
views of advertising and some fundamental theakhbackground to
the study will also be presented.

Chapter 3 fully describes the aims and objectives, research
design, research method and procedure, descrigtipopulation and
sample, data collection and data analysis.

Chapter 4 deals with findings and discussion. It provides th
findings of linguistic features of repetition andtithesis, the
similarities, the differences of the two devices auvertising
language in English and Viethamese media.

Chapter 5 gives the conclusions, the reality of the thesis,
suggestions for using stylistic devices in genarad repetition and
antithesis in particular; the limitations and somgggestions for
further research.

CHAPTER 2
LITERATURE REVIEW
2.1. REVIEW OF PRIOR STUDIES
2.1.1. About Advertising Language

In “Investigating English Style”Crystal, David and Davy,
Derek (1969) described how language is used inigngldvertising
In “Stylistics”, I. R. Galperin (1971) studied certain linguistic
devices that figure most prominently in advertisingnother
advertising work is*Mastering Advanced English Languagein
which Sara Thorne (1997) analyzed the linguistid astylistic
aspects of advertising. IfThe Discourse of Advertising{2003, 2°
edition), Guy Cook provided a framework for anadysof
advertisements as a discursive geteStudy on Linguistic Devices
used in English Male and Female Print Advertisersie(2003) by
Nguyen Thi Huynh Loc revealed how these linguist&vices work
in male and female print advertisements:ArStudy on Directives in
Advertising in English and Vietnamesé005), Ngo Thi Nhu Ha,
studied on ten typical directives in English andetdamese
advertising as well as their syntactic and pragmgdatures. Most
recently, in ‘An Investigation into some Commonly Used Stylistic
Devices in Advertising Language in English and Naetese
Newspapers(2006),Phan Thi Uyen Uyen made a contrast analysis
of the stylistic devices that are most commonlyduise advertising
language between English and Vietnamese.

In Vietnamese'A Discussion Concerning Linguistic Units and
Meaning in English Language Advertisemen{$993) by Dinh Gia
Hung, Ho Si Thang Kiet discussed the features @flim linguistic
units and semantic meaning used in advertisem8eisides, from



different views, some linguists approached advegis and
advertising language, examining the linguistic esag billboards
and advertisements, the correspondence betweers famoh contents
as well as the influence of cultural factors sush“s é ngén ng
trong quing cdo” (Trin Pinh Vinh — Ngugn Duc Toan, 1993),
“Ngbn ngir quing cao — plrong phap sao ping” (Nguyén Buc
Dan, 1994)V ¢ ldp ludn trong quing c&o” (Mai Xuan Huy, 1999),
“ PO nét ¢ quing caoo Viét Nam” (V& Thanh Hrong, 2000.

There are many other studies on Stylistic Devicesl a

Advertising Language in English and Vietnamese thaanot be fully
mentioned here. However, as far as | am concersedfar no
reported research has been found on deep invéstigato linguistic
features of repetition and antithesis in Englishd ariethamese
advertising language.

2.1.2. About Stylistics

Focusing on English stylistics, some linguists sah I.R.
Galperin, H.G. Winddowson, Sara Thorne, David Giysind many
others not only presented an overview of Englistissics but also
categorized English stylistic devices into diffdregroups and
provided carefully analyzed examples.

Then the founding of the field’s major Anglo-Amait
journals namedStyle (1967) and Language and Stylg1968)
contributed to the full arrival of stylistics as academic discipline in
Britain and America.

Later, there appeared a series of related workiidimg
Donald Freeman, edLinguistics and Literary Styl¢1970); Pierre
Guiraud, Essais de Stylistique (1970); Guiraud Bnelre Kuentz,
ed., La Stylistique: Lectures (1970); Seymour Clzatned., Literary

Style: A Symposium (1971); Roger Fowler, ed., &tyhd Structure
in Literature: Essays in the New Stylistics (197Bjgeman, ed.,
Essays in Modern Stylistics (1981), etc.

In Vietnam, Cubinh TG,Dinh Trong Lac, Nguyén Thai Hoa,
binh Xuan Qunh... do the same job with Viethamese stylistics.
However, none of the foreign and Vietnamese linguiamed above
show the reader how to systematically investiggtiéstic features in
advertising language.

2.2. THEORETICAL BACKGROUND
2.2.1. About Stylistics

2.2.1.1. Stylistic Devices

Stylistic Devices is a branch of general linguistitich is
regarded as a language science. It deals withethdtrof the act of
communication. [21] It means that Rhetoric takes ‘thutput of the
act of communication” into consideration. The mdsequent
definition of rhetoric is one defined as the abilib write clearly,
correctly and in a manner calculated to interestréaders.

[21, p. 12]

“Rhetoric deals with the artificial structures oéality that in
their compound complexities constitute what we @alliure. We do it
an injustice to define it simply as communicatietg. Rhetoric is
itself a structuring art. As an art of persuasidts materials are
words and images, sentences and paragraphs, argsmand
examples, all of which are used to organize thpaases and actions
of an audience. As an attitude about the worldfahe underwrites
all kinds of processes and methods that aim to ygedrder out of
chaos.”[32]



2.2.1.2 Functions of Stylistic Devices

Madison stated thaiThe basic function of rhetoric is the use
of words by human agents to form attitudes or thuge actions in
other human agents[27]

According to Greek,“rhetoric functions as a method of
communication, spoken or written, between peopl¢hayg seek to
determine truth or fallacy in real. The meaningrbétoric is very
largely dependent on the psychology, metaphysics tloe
philosophical systems in which it occurs.”

In a word,“rhetoric is the study of the principles and dewce
by which writing is made more effective and peragasRhetoric in
language can be defined as distinctive linguiskipression to serve
its own purposes and effect with its own invenadrpol.” [35]

2.2.2. Repetition

2.2.2.1. Notion of Repetition

According to Galperin;Repetition is also one of the devices
having its origin in the emotive language. Repatitivhen applied to
the logical language becomes simply an instrumémgrammar. Its
origin is to be seen in the excitement accompantiagxpression of
a feeling being brought to its highest tensiof21]

“For that was it! Ignorant of the long and stealthy march of

passion, and of the state to which it had reducdeur:

ignorant of how Soames had watched hgnorant of Fleur's
reckless desperation... ignorant of all this, everybody felt

aggrieved.”(Galsworthy) [21]

2.2.2.2. Classification of Repetition

1.Repetition of Sounds

a.Rhyme
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According to Galperin,rhyme (assonance) is the repetition of

identical or similar terminal sound combinationsvedrds” [21]
“I bring fresh slowerss for the thirsting Bwers” (Shelly)

b. Alliteration

The essence of this device lies in the repetitibrsimilar
sounds, in particular consonant sounds, in closecession,
particular at the beginning of successive wofé4]

“Doubting ,dreamingdreams no mortals evelared todream
before” (Poe) [21]

2.Repetition of Words and Structures:

Repetition is classified according to compositiodesign[21]

a.Epizeuxis: repetition of a single word, with no other words
in between.

"Words, words, words(Hamlet) [45]

b.Conduplicatio repetition of a word in various places
throughout a paragraph.

"And the world said, 'Disarm, disclose, or face serious
consequences'—and therefone workedwith the world we worked
to make sure that Saddam Hussein heard the mes$age world"
(George W. Bush) [45]

c. Anadiplosis repetition of the last word of a preceding
clause.

"This, it seemed to him, w#ise end the endof a world as he
had known it...'(James Oliver Curwood) [45]

d.Anaphora: repetition of a word or phrase at the beginnihg o
every clause.
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"We shall fight on the beachewe shall fight on the landing occurrence of actual words and phrases, governgtigghm which
grounds,we shall fight in the fields and in the streetg shall fight helps to distinguish free verse from pose.
in the hills,we shall never surrender(Winston Churchill) [45] In short, like many stylistic devices, repetitions i

e.Epiphora repetition of the same words or words at the @nd polyfunctional. The functions enumerated do not ecowall its
consecutive sentences, clauses or phrases. varieties. One of those already mentioned, thehrhigal function,

“I am exactly the man to be placed in a superiositionin must not be under-estimated when studying the tsfi@oduced by
such a case as that am above the rest of mankirid,such a case repetition. Most of the examples given above gikigthrm to the
as that | can act with philosophiy such a case as thét utterance. In fact, any repetition enhances théhrhical aspect of

(Dicken) [21] the utterance.

f. Mesodiplosis repetition of a word or phrase at the middle of 2.2.3. Antithesis
every clause. 2.2.3.1. The Notion of Antithesis

"We are troubled on every side, yet not distressed;are Stylistic opposition, which is given a special narte term
perplexed,but not in despair; persecutedhut not forsaken; cast antithesis, is of different linguistic nature: ¥ ibased on relative
down,but not destroyed..." opposition which arises out the context through éxpansion of

(Second Epistle to the Corinthians) [45] objectively contrast pairs, [21] as in:

g.Epanalepsis: repetition of the initial word or werof a “Youthis lovely,ageis lonely
clause or sentence at the end. Youthis fiery, ageis frosty’

"The kingis dead, long livéhe king." (Long fellow) [21]

“Blow winds and crack your cheeks! Ragmw! 2.2.3.2. Classification of Antithesis

(Shakespeare, King Lear) [45] a. Pure antithesisAntonym is used as a base for this kind of

2.2.2.3.Stylistic Function of Repetition antithesis.

Many linguists touch upon the problem of repetitiddara “Slow down Pleasureup.” (Camel Cigarettes)
Thorne [46] highlights thatepetition is a device which emphasizes b. Negative antithesisine of the two cohesive expressions is
an idea through reiteration. It is a major rhetaaicstrategy for the negative form of the other. Namely, one of tligexpressed by a
producing emphasis clarity, amplification or emotdb effect. As a negative particle such a®, not, ... khéng, dhg, chra, etc.
unifying device, independent of conventional mefriepetition is “Doesshe ... odoesn'tshe?” (Clairol)

found extensively in free verse where parallelismeinforced by the



13

c. Descriptive antithesisat least one of the two cohesive
expressions is a phrase describing the signal ef dbntrastive
attribute.

“C6 thé bgn khéng cao nlwng ai aing phii nguwéc nhin”
(Sai Gon Special Beer)
d.Contex-bound antithesishe governor and bounder are not
antonymous (both direct and indirect). However, armnithe pressure
of the co-existence in certain context, they becametext-bound
antithesis.

“20 nam vé@n chay tt” (Electrolux)
2.2.3.3. Stylistic Function of Antithesis
According to I. Galperin [21] Antithesis has thelldaing
basic functions rhythm-forming (because of the parallel
arrangement on which it is foundedgppulative; dissevering
comparative. These functions often go together and intermingle
their own peculiar manner.
A MADRIGAL
“Crabbed ageandyouth
Cannot live together:
Youthis full of pleasance
Ageis full of care;

(Shakespeare) [21]
2.2.4. Parallel construction
Also in his book [21], Galperin stated th&arallel is a device
which may be encountered not so much in a sentescm the
macro-structures dealt with earlier, viz. the sytizal whole and the
paragraph. The necessary condition is identical, similar,
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syntactical structure in two or more sentences antgof a sentence
in close succession”

“It was thebestof time, it was th&vorstof time, it was the age
of wisdom it was the age dbolishness it was the epoch ddelief, it
was the epoch dhcredulity, it was the season tight, it was the
season obarkness...”

(Dicken) [21]

CHAPTER 3
METHOD AND PROCEDURE

3.1. RESEARCH METHOD AND RESEARCH DESIGN

Since the main point of this study is to point the similarities
and differences of repetition and antithesis, dpsee and
contrastive methods are chosen as the general dutiyy of the
study. English is chosen as the first language\4athamese serves
as the second language.
3.2. RESEARCH PROCEDURE

In the framework of the study, about 200 samples of

advertising advertisements for each language ard tasinvestigate
the similarities and differences of linguistic fe@s. They are mainly
taken from printed and online magazines and nevespapecial
issues on advertising slogans as well as the vesbsftdomestic and
foreign companies.

3.3. INSTRUMENTS FOR DATA COLLECTION

By reading, observing and investigating the ocaweeof all

kinds of repetition and antithesis in English andetWamese
advertisements, we collect, synthesize, analyze daskify them.
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Then we describe their linguistic features and tat how they work
in different context in terms of syntactic, semesind pragmatic.
3.4. DATA COLLECTION

We collected 100 samples in English and 100 samples
Vietnamese both for repetition and antithesis. Base theoretical
background, we picked out and classified them figbt categories.
This corpus has been used for description and astivte analysis in
terms of linguistic features which are related.
3.5. DATA ANALYSIS

The mainly-used method in this thesis is qualigativ

approach. The findings of the similarities and afinces of
repetition and antithesis in English and Vietnameskvertising
language will be presented from the descriptive apdtrastive
analysis in terms linguistic features.

CHAPTER 4
FINDINGS AND DISCUSSIONS
4.1. LINGUISTIC FEATURES OF REPETITION IN EAL AND
VAL
4.1.1. Repetition of Sounds in EAL and VAL
4.1.1.1. Rhyme in EAL and VAL
(2) Ittakes alickng and keeps on tigkg. (Timex Corporation)
(25) Di dgng la cuic $ing (HT Mobile)
With the frequent use of rhyme, it can be said thgining has
a certain effect on customers’ mind concerning jgtionaspect. It
looks like a saying, a poem or a piece of musit €asily come to
one’s heart. Thus, readers are likely to easilyeraber the sentence
and the brand name of product as well
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4.1.1.2 Alliteration in EAL and VAL

(33) M&Msmeltin yourmouth, not in your hand
(M&M Chocolate candies)
(45) Sin sang ndt sirc sdng (Dutch Lady)
4.1.2. Repetition of Words in EAL and VAL

4.1.2.1.Anaphora in EAL and VAL
(51) SharemomentsSharelife
(52) Chia & khainh khic dep, chia & cujc ssng vui

(Kodak)
4.1.2.2 Epiphora in EAL and VAL
(70) Seenew. Feelnew. Hearnew (Nokia)
(80) Sic maumdi, sic hitmdi (UNIF Noodle)
4.1.2.3.Mesodiplosis in EAL and VAL
(93) Youcando it. Wecan help. (Home Depot)
(99) Ngonter thit. Ngpt ter xirong (Ajingon)

4.1.2.4.Anadiplosis and Epizeuxis in EAL and VAL
(110)Put a smile on put a smile on Everybody come omut a

smile on (McDonald's)
(111) Taste Mé Taste Meé Come on and aste Mé

(Doral Cigarette)

Hardly example of anadiplosis found in Vietnamese
advertisements. And it does not stand alone butbowms with
anaphora and conduplicatio.

(120) S vinh aru cia tinh yéu Sw gi gin cia tinh yéu Yéudé

song, song dé yéu (OK)
4.1.2.5.Conduplicatio in EAL and VAL
(124)Valuesandvaluesfor you (VIB Bank)

(125)Beall you canbe (US Army)
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In brief, the rhetorical operation of repetition ndoines
multiple instances of some element of an expressisthout
changing the meaning of these elements. In adirggtimnguage,
repetition involves using the same word or phraspecially the
original characteristic of the product again andiagn the text. That
is because it helps to imprint the message of m®un the memory
of the consumers. Therefore, it is not surprisihgt trepetition is
dominantly used in advertising language.

4.1.3. Repetition of Structure in EAL and VAL
4.1.3.1. Phrasal Level

a. Noun Phrases
a.1.Noun Phrases in EAL

It is likely that most noun phrases come in basigliEh
noun phrase structure consist of a head and opticodifiers:

Premodifier(s) + Head + Postmodifier(s)
a.1.1. Basic Noun Phrases

* Possesive + N
(133) Your potential. Our passion (Microsoft)

*Article + N
(135) The Army. The Edge(US Army)

a.1.2. Complex Noun Phrase
*Adj + N

(137) Right service. Right pricgFord, Australia 1970)
*Intensifier + Adj + N

(138) No secluded beach

No sun-bronzed beauty

No mega-dollar yacht.. (Superlights Cigarettes)
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a.2. Noun Phrases in VAL

*N + Adj
(139) Thu nhdp cao tn, cujc $ng it hen (Avon)
*N + prep + N
(141) Ngwoi ciia bé, ném vui gia me (Phu Tai Photo Studio)
*Det + N + Adj

(143) Mgt phong cach té, mgt phong cach xi tin(Kotex)
b. Verb Phrases
*V + 0
(144) Share moments. Share liféKodax)
(145) Chia & khodnh khic dep, chia € cugc sing vui (Kodax)
*V + A
(29) Made by ltalians. Enjoyed by Everyon@rancesco Rinaldi)
(30)  Pén ding nei, muading chj. (Suzuki)
*Adv + V
(31) Once driven, forever smitte(Vauxhall Motors - 1980s)
(32)  Ludn ludn quan tam, ludn luén ckim s6c(Nhan Ai)

c. Adjective Phrases
c.1l. Adjective Phrases in EAL

*Adj + prep.P

(157) Bigger in Texas, Better in a Dodg@Meineke)
*Adv + Adj
(158) Always healthy, always tas(veiji)

c.2. Adjective Phrases in VAL

*Adj + Adv
(159) Sang tiweng hon, thadi mai hon (Yamaha Sirius)
“Det+Adj , ]
(160) Khéng bong lay, khéng phé treng, uong thi kéu



19

(Sai Gon Beer)
*Adj + or + Adj
(161) Ran réi hayméng nhe. Manh mé hayséi déng (Fuijifilm)
*Adj + prep.P
(162) Ngon tr thit. Nget tir xwong  (Ajingon)

4.1.3.2. Sentential Level
a S+V+O+A
(164) You got peanut butter in my chocolate!
You got chocolate in my peanut butter!
(Reese's Peanut Butter Cups)
b. S+V+0+C
(165) You've Got a Lot to Live, Pepsi's Got a Lot tove{Pepsi)
c. S+V+0O
(166) Ifit's a King, It's a Hillbilly - If it's a Hillbilly, it's a King
(King Record)
d.S+V+A
(168) Ifit's on, it's in (Radio Times, MCBD)
e.S+V
(169) Kid tested. Mother approve(Kix breakfast Cereal)
(170) Mt thdy tai nghe(SAMSUNG)
Table 4.1. The occurrence of repetition in EAL at#Ad
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+ Mesodiplosis

+ Anadiplosis and Epizeuxis + +

+ Conduplicatio

- Repetition of structure

+ Phrasal level

« Noun Phrase + +
 Verb Phrase + +
» Adjective Phrase + +

+ Sentential Phrase

+ S+V+0O+A + -
« S+V+0+C + -
e S+V+O + +
+ S+V+A + -
e S+V + +

English Vietnamese

- Repetition of Sound

+ Rhyme + +

+ Alliteration + +
- Repetition of word + +

+ Anaphora + +

+ Epiphora + +

4.2. LINGUISTIC FEATURES OF ANTITHESIS IN EAL AND
VAL
4.2.1 Pure antithesis
(171) It takes a@ough manto make aender chicken(Perdue, 1972)
(172) Oncedriven,forever smitten(Vauxhall Motors - 1980s)
(180) Tinh hoanguoi xwa cho céc sing ngay nay(Kim Ngu Sauce)
(189) Troi sinh con rit 1a geong. Nguoi ghét ngdit, nguoi thuong
ngénhiéu (Daigaku)
4.2.2 Negative antithesis
(195) Doesshe ... odoesn'tshe?(Clairol)
(197) Gi6 vo, mwi khéng vé (Van An Mosquito Screens)
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4.2.3.Descriptive antithesis:
This kind of antithesis is rarely used in advengisianguage.
So far there is only one example found employingcdptive
antithesis and it is in Vietnamese. No English eglantan be found
in this type.
(197) C6 té ban khéng caonhing ai aing phii ngudc nhin
(Sai Gon Special Beer)
4.2.4. Context-bound antithesis:
(198) Low Fares. WayBetter (Air Lingus Company)
(50) 20 nim van chay tt (Elextrolux)
Table 4.2 The occurrence of antithesis in EAL aAd V

English Vietnamese
- Pure antithesis + +
- Negative antithesis + +
- Negative antithesis - +
- Context-bound antithesis + +

4.3. THE SIMILARITIES AND DIFFERENCES BETWEEN
EAL AND VAL IN TERMS OF REPETITION AND
ANTITHESIS

4.3.1. Similarities

- Simple, concise, vivid and attractive are simileatures in
advertising language both in English and Vietnamese

- Both repetition and antithesis in English and tWanese
advertising language have high aesthetic effecexpressing ideas
and drawing attention to products or services, nwka strong
impression on customers in order to arouse théarest of buying
products and services.
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- Repetition of structure accounts for the higHesguency in
English and Vietnamese advertising language. Rankaiter
repetition of structure is anaphora in both Englisld Viethnamese.

- Antithesis hardly makes any differences in Enygliznd
Vietnamese advertising language. Pure antithesiksréirst in the
four types of antithesis in both English and Vietese.

- English and Vietnamese repetition and antithefen do not
operate alone but combine together. That is to lsatyy English and
Vietnamese are highly aware of the perfect comlminabetween
repetition and antithesis in advertising languadéey play a
cohesive role to create the coherence for eachrigshraent.

- Advertisers always take advantages of effects shdistic
devices bring about to highlight the main objectifedvertisements
— to get people be attracted by their products samdices. Through
these devices, the message lies in each advertisecan be
conveyed thoroughly thus motivates customers toktlaif and buy
their products and services.

4.3.2. Differences

- The number of repetition of sounds is higher inglish
advertising language than that in Viethamese.

- The number of alliteration in English and in Viamese
seems to be equal.

- In term of repetition of words:

+ Anaphora and epiphora in Vietnamese account foigher
frequency than those in English.

+ Adiplosis and conduplicatio in English have a mingher
frequency than those in Vietnamese.

- To the repetition of phrase structure:
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+ English advertising language outnumbers Viethames
advertising language in noun phrases.

+ Vietnamese advertising language tends to use adjeetive
phrases

- English advertisements employ a more variety wfase
structures than Vietnamese ones.

- With reference to antithesis, while all the foypes are found
in Vietnamese corpus, only three types can be fonriinglish. So
far no English example can be discovered using riggse
antithesis.
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CHAPTER 5
CONCLUSIONS AND IMPLICATIONS
5.1. CONCLUSIONS

Advertising language as a special kind of langumgeery
different from common language. It has its own dea$ in
morphology, syntax, and rhetorical devices. Singpld attractive are
two general features of advertising language in liEingand
Vietnamese. Different as they are, all the advemtisnts are alike in
one important way. It is stylistic devices that makdvertisements
more effective and persuasive.

The thesis is carried out in the light of stylisticlt is a
descriptive and contrastive analysis of repetitiord antithesis in
advertising language. This study has tried to presed interpret
stylistic features of the two commonly used stidistievices in
advertising communication. Especially, the disaussi has
highlighted the similarities and differences inlistic features them
in advertising language in the two languages.

5.2. IMPLICATIONS

a. For Business English learners

The findings of the study may be beneficial to heas of both
languages. The contrastive analysis will offer theegood insight to
get involved in linguistic and stylistic featureSaalvertising slogans
and also the similarities and differences in the lnguages.

b. For Business English teachers

The thesis maybe a good assistance for Englishhéesdn
transferring the knowledge of advertising in geherad advertising
slogans in particular to their own students. Thély ave a deeper
insight into the contrastive analysis between Efgéind Vietnamese
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advertising slogans with respect to linguistic fieas. Moreover, the
teachers can make the study their additional ressuin teaching
which may meet the studying demands of their stisden

c. For translators

The thesis provides the translators with the uskfiawledge
about advertising slogans’ linguistic features. ykell know how
lexical choices works, how syntactic structuresdused in what way
stylistic devices affects the customers’ attituded also they can
benefit from the differences between slogans intéh® languages.
With such cognition, to some extent, the transtatmn better their
translation works in slogans in English and Vieteam

d. For advertisers

The advertisers can have important information sigdificant
knowledge on advertising slogans in conformity wiinguage
techniques. Therefore, they can apply the techsidn®® creating
better and more efficient slogans. They can alstefitefrom the
understanding of distinctive features of each lagguin advertising
so that they can write a suitable slogan whichyfullatches the
customers’ value in each country. As a whole, tasearch will
enable them to write a successful advertising slpgaanifesting
completely the culture of their business.
5.3. LIMITATIONS OF THE STUDY

Due to the lack of time, space as well as relewsaterials, the
topic under study may not have been thoroughly udised as it
should be. This thesis only investigates the twarmonly used ones
in advertising language. With the limited data tbe analysis all
kinds of repetition and antithesis have not beernverml.
Furthermore, the similarities and differences iylistic features in
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English and Vietnamese advertising language hade®n analyzed
clearly yet.
5.4. SUGGESTIONS FOR FURTHER RESEARCH

Some further research could be carried out unaefaitowing
domains:

- An investigation into pun on advertising langea

- A better study on antithesis in English and Vietrese
advertisements.



